In the last decades, remote technologies changed the networks and communication behavior of a company.
INTRODUCTION
The Internet changed the rules of the marketing -companies and consumers are interacting online, via virtual networks more often (Tseng, Kuo, & Chen,2013) . The Internet and communication technologies (ICT) became a new and convenient channel to find new customers, partners and suppliers abroad (Chailom, 2012) . It also helps small and medium enterprises (SMEs) to communicate globally and expand more freely (Gilmore et al., 2007) . Therefore recent years have witnessed the growing interest of researches to examine the role of e-marketing in global expansion of a company. However, the existing internationalization theories (e.g. Uppsala model) have not integrated e-marketing perspective so far (Skudieneet al., 2015) .
Considering the above mentioned issues, this study intends to evaluate empirically the influence of e-marketing strategy on the success of firm's internationalization process. Most researches use the concept of Internet-based marketing and e-marketing interchangeably, however for the purpose of this study we define e-marketing as extended traditional marketing practices while using all possible Internet based and other remote ICT technologies (Gilmore et al., 2007) .
The aim of the research is to report on the Revisited Internationalization Model, proposed by Skudienė et al. (2015) and test it in the SMEs context. Based on recommendations of European Commission, the purpose of this paper SME is defined as an enterprise which employs more than 10 and fewer than 250 employees, and which have an annual turnover from 10 to 50 million euro.
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A quantitative research approach was adopted using F2F and online interview with structured questionnaire. Representatives of small and medium enterprises were involved in the study.
Theoretical Foundation For The Research
Although the number of researches on the role of Internet grow significantly (Gilmore et al., 2007) , there is scarcity of studies on e-marketing within multinational context (Singh, Gordon, & Purchase, 2006) . ICT technologies allowed SMEs to enhance marketing activities and reduce the borders for expansion (Koenig & Wigand, 2004) . The most-known internationalization theories state that a company has to expand incrementally and rationally, taking into account product and market life cycle reasons, transaction costs, gained experience and knowledge about foreign markets, etc. (Johanson & Vahle, 1977) . Contrary, emerging literature on internationalization stress the effect of technologies on more rapid internationalization processes. Researchers agree that e-marketing strategy is a driver for the success of company internationalization (Eid, 2005) , however the discussion regarding the antecedents of internationalization exists.
According to Skudieneet al.,(2015) the antecedents of firm's internationalization, such as: information availability, information usage, international mindset, international business networks, communication interactivity should be integrated into the research models.
The researchers agree that internationalization is a complex and multifaceted construct and the goals of it can be classified as follows: institutional-economic, learning, strategic competition and inter-organization (Rask, Strandskov, & Hakonsson, 2008) . For the purpose of this particular study we adopt inter-organization network approach and analyze the antecedents of internationalization process from that perspective. The literature states that knowledge and experience sharing is a key for the enhancement of expansion process (Luostarinen & Welch, 1990; Aspelund & Moen, 2004; Siegel, 2004) , with a possibility to access information companies less rely on their resources (Luo, Zhao, & Du,2005) . As the era of ICT technologies allowed the marketers to gain the information instantly it will fasten the internationalization, therefore is assumed that the information availability and usage are antecedents of internationalization.
Companies are likely to expand at a fast pace and communication in social / business networks can help them to gain necessary knowledge and experience. Researchers suggest that business network expansion leads a company to internationalization decisions (Johanson & Mattson, 1988) and intensive inter-networking communication helps in understanding where and how to expand (Luo et al., 2005 (Johanson & Vahle, 1977; Welch & Loustarinen, 1988) . In our research we adopt the contrary approach of Luo et al. (2005) , which states that the incremental speed of internationalization do not fit for small and medium Internetenabled businesses. It could be stated that for successful expansion abroad companies have to be committed for it. Researchers agree that international mind-set perspective (managers' commitment for being international, e-marketing decisions, etc.) is important for firms (Quelch & Klein, 1996; Harrison-Walker, 2002; Moen, 2002) . Therefore we assume that international mind-set is an antecedent of internationalization (Nummela, Saarenketo, & Puumalainen, 2004; Levy, O., Beechler, Taylor, & Boyacigiller, 2007) .
We assume that companies have to be oriented toward new technologies in order to expand more rapidly and successfully. When company ensure transactions, communication and -information exchange through the Internet in real-time, then it has not rely on local resources heavily (Luo et al., 2005) . The firm's web site as a channel for communication with the customers, suppliers and partners permits to cross the borders of distance and more rapidly respond to the needs of foreign markets.
Building on deep literature analysis we can conclude that e-marketing strategy and e-marketing tactics related factors (firm's web characteristics and firm's orientation toward technologies) are the drivers for the success of internationalization process.
The provided analysis let us propose the theoretical model of relationship among e-marketing strategy and internationalization process success which will be tested empirically ( Figure 1 ).
Research Methodology

Data Collection
This paper aimed to explore the relationship between antecedents of internationalization (information availability and usage, international mindset, international business networks and communication interactivity) and e-marketing strategy and tactics that lead to the success of internationalization process.
In order to achieve the aim we adopted quantitative research. The SMEs in Baltic countries (emerging markets) were selected for the research sample. The sampling strategy was purposeful sampling. To be eligible for the research the company had to be from Baltic countries, and had to fulfil the criterion of SMEs definition.
Firstly, online questionnaires were created using survey platform. To gather the data links with the online questionnaire were sent to the potential participants. The respondents were restricted from submitting more than one questionnaire from any single computer. Secondly, printed copies of questionnaire were distributed using quantitative face-to-face (F2F) methodology. In order to avoid any errors, data that was collected using F2F approach, was included into on-line survey.
A total of 61 responses were received and 8 of which were excluded for being invalid (those with less than two years of international experience; those with same answer to all questions;and / or those containing more than three missing values). Therefore we finalized with 53 valid responses from the representatives of SMEs.
Variables
Independent variables. After reviewing the literature, the antecedents of internationalization, such as information availability, information usage, international mindset, international business networks, and communication interactivity; were chosen as independent variables for this research.
The literature analysis reveals that international mindset can be analyzed as an antecedent of the success of internationalization process (Nummela et al., 2004; Johanson, 2006; Levy et al., 2007) . Based on the arguments of previous researches we hypothesize the positive relationship between International mindset and dependent variable. International mindset will be measured by managerial experience and firm's commitment to go abroad.
Based on previous studies (Cavusgil, 1980; Hamill & Gregory, 1997; Lord & Ranft, 2000; Zahra & Ireland, 2000) , this research adopted the approach of some authors of an availability of Internet-based information as an important antecedent of internationalization success. Therefore the hypothesis of positive relationship among the Information availability with the success of internationalization process will be checked. Measurements of Information ability will include the possibility to reach an information about foreign customers, competitors, and suppliers.
Despite the availability of the information, companies have to be able to use the information on the foreign markets purposefully in order to expand (Andersen, 1993; Calof & Beamish, 1995; Inkpen & Beamish, 1997; Johanson & Vahlne, 1977; Lord & Ranft, 2000; Zahra & Ireland, 2000) . Therefore the hypothesis of a positive relationship among information usage and internationalization process success will be tested here. Measurement of information usage will include ability to use the information about new markets and resources.
Taking in mind the incremental process of internationalization as well as an importance of networks and communication for the internationalization of the companies (Coviello & Munro, 1977; Welch & Loustarinen, 1988; Johanson & Mattsson, 1988; Coviello, Brodie, Brookes, & Palmer, 2003; Chetty & Blankenburg-Holm, 2000; Loane & Bell, 2006; Chetty & Agndal, 2007) we decide to evaluate the positive relationship among international business networking, communication interactivity and internationalization process success. We will measure International business networking by company ability to acquire new customers, to maintain business networks relationship, customer relationships while using ICT technologies.
Therefore, the H1 hypothesis "Information availability, information usage, international mindset, international business networks, and communication interactivity have a positive relationship with internationalization process success" can be postulated. (2015) www.journals.cz Mediating variables. Skudiene et al., (2015) state that e-marketing is a powerful tool for a company to reach international markets. According to Sigala (2001) , Bui, Le, & Jones,(2006) , e-marketing strategy is related to the success of internationalization process. We will measure clarity of firm positioning, effectiveness of e-marketing strategy and marketing plan for entering foreign markets.
Firm's orientation towards technologies as well as firm's web site related factors are closely associated with the firm's commitment to expand internationally (Johanson & Wiedersheim-Paul, 1975; Johanson & Vahlne, 1990 ). Therefore, we tested the hypothesis of the mediating effect of factors related to E-marketing tactics (firm's web site related factors and firm's orientation towards technologies) on the relationship between e-marketing strategy and internationalization process success. Thus, the hypothesis H2 "The relationship between e-marketing strategy and internationalization process success is mediated by firm's website and firm's orientation towards technologies" is postulated.
Dependent variables. This research defined the Internationalization process success as the opinion of respondents about achievements in the foreign markets.
Control variables. The success of internationalization may be affected by previous firm's experience in the foreign markets.
Therefore, the Years of company internationalization and the Number of international offices were used as control variables. Those items are measured when using quasi-interval scales. Firms that had less than two years of internationalization experience were excluded from the research.
Research Instrument
To reduce the method bias, the variables were separated by mixing the questions in the questionnaire and guaranteeing the anonymity of firm's respondents (Podsakoff, MacKenzie, Lee, & Podsakoff, 2003) .
In order to ensure content validity, the indicators selected constructs which were mainly adopted from prior studies. A questionnaire consists of the two main parts. Firstly, part one was related to eight main constructs of the study which stands for dependable and independent variables in the theoretical model. Operationalization of each construct consisted of multi-item scales and designed by a seven point Likert scale from "one" (totally disagree) to "seven" (totally agree). Secondly, part two asks about industry type, years of company internationalization, number of international offices, company turnover and number of employees (while two last questions were used for the evaluation of company's size).
The questionnaire was pre-tested before collecting real data through a pilot study. Ten SMEs managers were selected as pre-test sample respondents.
The objective of factor analysis is to test the convergent validity. Based on principal component analysis extraction method with Varimax rotation (Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0,575; Bartlett's Test of Sphericity Chi-Square 1280,514; Significance 0,000) eight components were extracted.
Besides, the scale was tested by Cronbach Alpha to measure the reliability of the data. Alpha coefficients have value ranging from 0.691 (communication interactivity) to 0.939 (firm's e-marketing strategy) thus internal consistency of the measures is considered well (Nunnally & Bernstein, 1994) . Table 1 below presents the descriptive statistics and Spearman correlation coefficients for the independent, mediating and dependent variables.
Results
The Spearman correlation coefficients indicate that firm's web site related factors and orientation towards technologies are significantly positively related to the success of internationalization process (Table 1 ). Firm's e-marketing strategy is significantly positively related to all antecedents of internationalization (Information availability, information usage, communication interactivity, international mind-set, international business network, firm's web site related factors, firm's orientation towards technologies). Thus the H1 hypothesis is partially confirmed. Regression analysis with backward criterion reveals that information availability, information usage and international mind-set are the strongest significant predictors of firm's e-marketing strategy (Table 2) .
With regards to mediating effect of firm's web factors and firm's orientation toward technologies on the relations between e-marketing strategy and the success of internationalization process, Table 3 below shows that firm's e-marketing strategy have a non-significant negative influence, whereas firm's web site related factors and orientation towards technologies have a significant positive influence on the success of internationalization process.
Based on regression analysis it could be concluded that the hypothesis H2 "The relationship between e-marketing strategy and internationalization process success is mediated by e-marketing tactics -website design and firm's orientation towards technologies" is confirmed.
CONCLUSION
We adopted the Revisited Internationalization Model, proposed by Skudiene et al., (2015) and empirically evaluated the relationship among e-marketing strategy and internationalization process success. The relations between antecedents of internationalization process (information availability, information usage, international mindset, international business networks, and communication interactivity) with e-marketing strategy and the success of internationalization process were evaluated as well.
The results revealed that communication interactivity was evaluated with the highest mean which does not contrast with the basic assumptions of Arnot &Bridgewater (2002) Thus, the outcomes indicate that when companies are expanding internationally they are mainly focused on remotely sharing knowledge and experience between customers, suppliers and partners.
It was unexpected that the information availability was given a lower mean than information usage. This finding suggests that companies are not yet able to use ICT technologies for finding necessary information. However information availability plays a pivotal role in influencing information usage (Johanson & Vahle, 1977) . Thus, the findings suggest that business enterprises need to focus on information availability in order to successfully expand abroad.
In line with preceding research (Aspelund & Moen, 2004) the findings indicate that information availability, information usage and international mindset constitute significant determinants of e-marketing strategy.
Further the study enriches the internationalization literature by providing empirical evidence regarding e-marketing and internationalization success inter-relations. The results show that the relationship between e-marketing strategy and internationalization process success is mediated by the effect of factors, related with e-marketing tactics.
The current findings provide several managerial implications to SMEs in emerging markets (Baltic countries in this case).
In order for SMEs to effectively internationalize they have to invest in e-marketing strategy and dedicate the efforts to the tactical solutions -web site design and orientation toward technologies. Adopting e-marketing strategy and capabilities could increase their business performance in foreign markets. To survive in the global market SMEs must continuously upgrade online business systems.
Furthermore, e-marketing adoption is crucial success factor for operating in international arena.
Further Research Recommendations
In order to make generalizations with confidence, future research is needed to test the proposed model in various countries and with bigger sample. Although the evaluated performance in this research is close to other investigations, it indicates that a significant portion of variation in performance remains unexplained. Thus, other important variables should be included to the model in order to explain e-marketing role in companies' internationalization process.
Furthermore, a valid measure of e-marketing factors is needed to capture the main dimensions of the concept as only a generic measures suggested by Brodie et al. (2007) and Brady, Saren, & Tzokas (2002) have been used so far in literature.
Finally, future endeavors should investigate other Internet marketing capabilities and their influence on internationalization process success. 
